














car. Excellent what if .

Compared o Canadian standards for maximum sulphur content, 2000

irvingoil.com

Wh a.t If cars could run without gasoline?

What if we just strapped rockets on them? Probably not the
best idea. We gured that if cars had to run on gasoline, the
smartest thing was to just make it cleaner. So we removed
90% of the sulphur from the gasoline we make here at Irving.
Six years before government regulations. The result? Fewer

emissions. Cleaner air. And no rockets anywhere near your
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Wh at If kids had everything they

needed to be amazing? Like one teacher for each
student? And every textbook known to mankind?
And places to learn that were perfect in every way?
It’s a wonderful dream, but until that day comes our
kids need a hand to be everything they can be.
That’s why for over 40 years, Irving has supported
everything from school meal programs and athletics,
to university scholarships and endowments. It’s our
way of helping kids in our communities realize their

dreams. And that is one fantastic ‘What if”.
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Modern Shoe Hospital Repositioning, 2002: The Modern Shore Hospital is where shoe-lovers go to have their sick shoes nursed
back to health. Target’s repositioning campaign visually demonstrates each service — and the owners’ quality and pride in workman-
ship — in single-minded print ads and posters. Target also created the new brand signature for the 50-year old institution.

Irving What If? Campaign, 2006: “What If?” is a powerful brand positioning platform for creativity and innovation — and a
fertile advertising premise that demonstrates the company’s interest in seeing the world as it could be. It allows Irving to

tell the stories of its many community, educational and environmental initiatives. It also allows consumers to see the human face of a major
energy power. The campaign, featuring real Irving employees, includes print and TV ads throughout Atlantic Canada and New England.
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McCain Rising Crust Pizza Tan Lines Campaign, 2005: McCain was undifferentiated and losing market share in this
i fiercely competitive category. Target repositioned the brand using a humourous brand voice and metaphor that demon-
strated the product benefit — a crust that rises up fresh, in your oven. The campaign broke through the clutter, and crossed over into pop
culture, generating loads of free media exposure. Best of all, it boosted volume and market share, and was awarded a gold Cassies.

Target

Brand Architects

@ TV spots from this article can be viewed as QuickTime clips in the Current Issue section of the Applied Arts website (www.applied arts.com)
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